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COMMUNICATIONS PLAN

360 DEGREE VIEW OF FINANCIAL
LITERACY
CPAs, long-time partners to Americans in tax and personal financial
planning, take a 360 degree view offinancial literacy, from birth to estate
planning.
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FINANCIAL LITERACY: AN OPPORTUNITY FOR THE CPA PROFESSION
Financial literacy is something that is needed over a broad
range of income levels. No matter how much one earns,
money management is a necessity. It is something we need
to begin emphasizing in grade school and continue all of
the way through high school.
—Senator Mike Enzi
With personal bankruptcies on the rise andfour in 10
Americans admitting that they are living beyond their
means, it is apparent that many Americans need help with
their personal finances. In order to protect our country’s
economic future, we need to ensure that all Americans have
the tools they need to make informed decisions about their
finances.
—Rep. Michael Oxley

Overview

Educating Americans about managing their finances more effectively is a priority for
many organizations these days. And for good reason. Financial illiteracy is a huge and
growing problem—not just among the poor but among Americans in every income
group. Consider these statistics:
•
•
•
•
•
•

•

•
•
•

The United States has the lowest national savings rate in the industrialized world.
Between 1999 and 2000, the rate of personal bankruptcies in the U.S. rose 69%,
primarily because of the misuse of credit.
In 2001, 1.49 million Americans filed for bankruptcy.
The American family spends $1.22 for every dollar it earns.
One in five American families with annual household income of less than $50,000
is spending 40% of after-tax income to service their debt.
As many as 25% of Hispanic households in the U.S. are unbanked as are a quarter
of all families with incomes under $20,000 and nearly half of the families moving
from welfare to work.
College students carry an average of three credit cards, each with an average
balance of $2,748.
High school seniors scored an average of 50.2% on a series of finance-related
questions.
Elderly Americans scored an average of 51.9% on the same series of financerelated questions given to high school seniors.
A study by Charles Schwab found that 64% of those aged 45-65 were confident
they’d be able to afford a comfortable retirement. But when respondents with
income of at least $75,000 were told what it would actually take to retire, only
32% remained confident.
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These problems arise out of a tremendous opportunity. Americans now have greater
individual financial responsibility, especially in the area of retirement funding, than ever
before. Americans choose whether and how much to invest in company 401(k) plans,
select to invest in a wide array of IRAs, and with the growth of the Internet, invest in
stocks or funds—all without receiving guidance from a financial advisor.
But this increasing independence comes at a price. Personal debt has soared in the
United States, making Americans vulnerable to bankruptcy, predatory lenders and credit
card debt. Many Americans have neither the knowledge nor skills to make effective
financial decisions. Even worse, some Americans do not understand basic concepts such
as balancing a checking account. American children and teens are also at risk. While
they have access to more money and greater spending power than any generation before
them, a majority graduate high school without any knowledge of how money works.

This startling environment has resulted in a surge in financial literacy programs.
Organizations from banks to brokerage houses, universities to nonprofit advocacy groups
are developing or have developed programs designed to teach consumers of all ages how
to manage their money, save and protect themselves against predatory lenders and fraud.
Although financial education has been available for many years, the concept that
Americans need a certain amount of knowledge to handle their finances well—financial
literacy— is relatively new.
But what is financial literacy? In a 2002 white paper, “The State of Financial Literacy in
America—Evolutions and Revolutions,” the National Endowment for Financial
Education (NEFE) used a definition put forth in a Fannie Mae study called “Personal
Finance and the Rush to Competence.” That study defined financial literacy as the ability
to read, analyze, manage and communicate about the personal financial conditions
affecting material well-being. It includes the ability to make financial choices,
understand money and financial issues, plan for the future and respond to life events.
Most Americans—even those who pay some attention to their personal finances—would
not qualify as financially literate under this definition.
As the statistics repeatedly show, Americans are in dire need of financial education.
Americans need to manage their finances more effectively not only for individual reasons
but for the health of their local, state and national communities. And knowledge is not
enough. In order to remedy the stark statistics quoted above, Americans need to change
behavior.

Evidence shows that financial education does lead to behavioral change. As Margaret
Clancy, project manager for the Center for Social Development at Washington
University, reported at a recent Consumer Federation of America conference, financial
education improves savings. In a study conducted among the working poor, Clancy
found that participants saved $1.00 or more for every additional hour of financial
education they received in a particular program. Participants also spent less on food and
reduced consumption. Stephen Brobeck, executive director of the Consumer Federation
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of America reported a similar finding: people who start thinking about financial planning
save twice as much as those who do not.
Financial education, therefore, does work. But in order to be effective, it must achieve
several intertwined goals. It must provide sufficient knowledge so that participants can
begin to develop strategies that will change behavior that ultimately results in improved
savings, credit or investment.

The CPA Connection
The AICPA and state CPA societies have long been committed to financial education.
Through the years, they have developed student recruitment, teacher training and other
programs to promote basic money management.
As trusted personal and business advisors who have in-depth financial knowledge and
expertise, CPAs are in the ideal position to teach financial literacy. The CPA has a clear
public interest to protect investments through the audits of public and private companies,
but this responsibility goes much further. CPAs work to maximize financial potential—
which includes retirement, investments and savings—whenever they engage with
individual or small business clients. This effort has a clear public interest mission: Every
time a CPA improves a client’s financial condition, they are, by extension, improving the
economic well-being of communities and our nation.

In addition, CPAs, especially those offering financial planning and those with the
Personal Financial Specialist designation, have relationship—with communities, with
businesses of all sizes and in all sectors and with hundreds of individuals. These
relationships offer tremendous opportunity for financial education and bring an automatic
audience with whom CPAs can share their financial knowledge and expertise.
CPAs also have the broad business competencies that make them ideal financial advisors.
CPAs who offer financial planning services or who have the PFS credential work with
clients to develop financial strategies and make planning decisions that, when
implemented, are designed to help them achieve their financial goals.

Most importantly, CPAs have core values that guide them in their daily work. Integrity,
objectivity, and competence are the CPA’s North Star— and many popular “gurus”
delivering financial advice today do not share this guiding light. CPAs have an
opportunity to leverage these core values and continue to serve the public interest by
defining what good financial advice is and helping people find and receive the kind of
individualized financial advice that makes a difference by translating knowledge into
behavioral change.
Clearly, people need CPAs. They need trusted advisors to help them build and maintain
small businesses, to plan for the future, to protect what they currently have. They need
advisors to help strategize, analyze and clear through the clutter of financial messages
bombarding them on a daily basis. Mostly, they need the trusted CPA to help them
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achieve a much less definable, but most important goal of financial literacy: financial
well-being.

The AICPA and State CPA Societies—Opportunity Awaits

The AICPA and many state CPA societies already have many financial literacy programs
in place. For a comprehensive list of these programs, see Appendices 2 and 3.

At the AICPA, financial literacy programs are concentrated in two areas: student
recruitment and personal financial planning, though the communications and tax teams
also have efforts in this area. The student recruitment programs serve primarily high
school and early college students and teachers. PFP is currently reaching out to a variety
of groups—women, disaster victims and investment managers—without an umbrella to
coordinate and provide a greater identity to these efforts. Communications and tax
efforts primarily reach out to consumers through the state CPA societies.
Many state CPA societies also are providing financial literacy. These programs are
highly individualized by society, but, generally, they serve students and teachers through
recruitment programs. Most of the states use the AICPA’s iPACK to facilitate these
programs, but many states have developed relationships with national and local groups to
help them reach a greater audience. These relationships include, among others,
Jump$tart, Junior Achievement, Academy of Finance and the National Association of
Black Accountants. Departments of education and other city or state government groups
also serve as partners in these efforts.

There are, therefore, a great many financial literacy programs that the AICPA and state
societies are promoting. But, these programs tend to stand alone—and not to be
coordinated with or connected to a larger effort. An opportunity clearly exists for the
AICPA and state CPA societies to join forces in this important public interest area. A
focused financial literacy program would have greater impact, outreach and produce
greater overall results for both the AICPA and the states. In addition, a concentrated
financial literacy program sponsored by the AICPA and deployed by the state societies
puts the CPA in the center of the financial literacy movement and bolsters the Institute’s
current image enhancement efforts through, for example, the CPA Ambassador Program.
Moreover, CPAs are interested in participating in the financial literacy arena. In
December, members receiving the AICPA News Update were surveyed about
volunteering in financial literacy and whether the Institute should allocate resources in
this area. Of the 1,809 members who voiced their opinion, 95% felt that financial literacy
was extremely or very important. While 15% of members are already active volunteers in
this area, 87% of those not currently volunteering would be interested. More than threequarters (76%) thought that the AICPA and/or state CPA societies should devote
resources to financial literacy programs.
Many organizations—from banks to credit card companies to city governments—
currently have financial literacy programs. But these organizations do not have the
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advantage of trust, relationship and knowledge that are unique to the CPA profession.
Because of the CPA’s roots in core values, the AICPA and state CPA societies are ideal
partners in a financial literacy effort. Together, we can leverage the CPA’s unique value
and maximize the profession’s community outreach.
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THE AICPA’S NEW FINANCIAL LITERACY PROGRAM:
360 DEGREE VIEW OF FINANCIAL LITERACY

The AICPA is stepping into the financial literacy arena. Called “360 Degree View of
Financial Literacy,” the program will give the AICPA the opportunity to become a leader
in a very important public interest area and draw upon the strengths of its members and
the state CPA societies. The program potentially will:
•
•
•
•
•
•
•
•

•
•

Bring together under one umbrella the AICPA’s current financial literacy efforts
so that the AICPA gains identity and recognition for its efforts.
Partner with the state CPA societies to maximize opportunities and outreach.
Continue image enhancement both of the individual CPA and the AICPA.
Position the AICPA to partner with organizations and government agencies
operating in this area that have huge national outreach and recognition.
Improve the AICPA’s image among members, the state CPA societies,
government, trade press and national media.
Increase Web traffic on www.aicpa.org.
Bolster the public interest aspect of the CPA credential since CPAs will be
helping Americans manage their finances more effectively.
Help the AICPA to participate in an important national dialogue that is currently
taking place among large corporations, stock exchanges, the U.S. government and
state legislatures.
Position the AICPA as an authority and resource provider in this important area.
Increase visibility of CPAs as personal financial planners and of CPAs with the
Personal Financial Specialist designation.

The 360 Degree Life Stage Approach
As anyone who has ever gotten married, started a family, bought a home or retired has
learned, financial literacy is not a one-time event. Rather, financial literacy means
updating the knowledge necessary to respond to the constant changes life brings. Each
life event—or life stage—brings new challenges, demanding that individuals continually
educate themselves so that they can make decisions that positively affect material well
being.

These life stages can be broken down into the following categories, each dictating a
unique knowledge set for financial literacy (for more information, see life cycle charts in
Appendix 4). Taken as a whole, they present a “360 Degree View of Financial Literacy”
from birth to estate planning:
•
•

K-12. Youth need to understand how money works, from understanding how to
save an allowance to understanding checking accounts and life expenses.
Advanced Education. Once an individual enters college, understanding
budgeting, financial aid and credit become very important.
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•

•
•
•
•
•

•

•

•

Entering the Job Market. A wide array of new topics take precedence once an
individual enters the workforce including debt management, insurance, taxes and
retirement.
Military. For those who enter the military, debt management and taxes have other
implications, especially with overseas assignments or reserve duty.
Newlywed. Marriage brings many responsibilities, including financial ones.
Parents. Children bring great joy—and a slew of new financial concerns.
Homeowner. The American dream of home ownership is accessible with
planning.
Starting a practice/building a business. Some people choose an entrepreneurial
path. It takes careful planning and understanding of money management
principles.
Life Crisis. Unfortunately, life sometimes brings unpleasant surprises.
Understanding how to cope financially with divorce, bankruptcy, disability and
death does not take away the pain of these unpleasant life events but it can
minimize their impact.
Sandwich Generation. Caring for children and parents at the same time can be
overwhelming, but understanding the financial implications of these huge
responsibilities can help to mitigate risk.
Retirement. Retirement brings new considerations, from legal and health care
issues to investment and risk management.

The AICPA will focus its financial literacy program on these life stages. Called “A 360
Degree View of Financial Literacy,” the program’s primary goal is to deploy CPAs to
deliver financial education across these life stages so that CPAs across the nation are
recognized and lauded for leading the way to a new approach to financial literacy.
There are advantages to taking this approach to financial literacy. Although nearly
everyone experiences most, if not all, of these life stages, no entity involved in financial
education has pursued a comprehensive life cycle approach. A financial literacy program
focused on such life cycle events will access people when their need is greatest and will
allow financial education to be tailored to individual life circumstances. Because CPAs
are financial experts with both general and specialized knowledge, they are the ideal
guides to help individuals navigate the financial considerations of the life cycles.

But the life cycle approach not only draws upon the CPA’s knowledge, expertise, and
relationships. It also adds value to the programs that the AICPA and state CPA societies
currently have in place. These programs are already working within one of the life cycle
segments. Creating an umbrella life cycle program to tie these efforts together and give
identity to a CPA-driven financial literacy program would enhance and expand existing
efforts as well as access larger, more diverse audiences.
In addition to greater, nationwide impact, a life cycle program will help communities and
bring public relations opportunities that further improve the CPA’s and the CPA
profession’s image. Moreover, because the life cycle approach is a new one, it furthers
the current financial literacy dialogue and efforts among a wide range of groups.
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Program Components

The new 360 Degree View of Financial Literacy Program will be implemented in
four ways: 1) by drawing upon pre-existing AICPA programs and leveraging and
re-positioning them as part of a new umbrella financial literacy program; 2) by
developing and deploying a series of new events and resources; 3) by building
alliances with other organizations so that greater outreach and impact can be
achieved; and 4) by partnering with the state CPA societies to implement
programs that use CPAs to deliver information and resources. A number of
components exists under each of these four delivery mechanisms.

Current AICPA Programs
•
•
•
•
•
•
•
•
•
•
•

Disaster Recovery Guide—New FEMA/Homeland Security partnership to be
announced May 2004
Disaster Preparedness Guide—To be released approximately June 2004
Fiduciary Handbook—Released last year, new CPE being discussed
Project for Financial Independence (Pro-bono Database and Web Site)—Announced
January 2004
Women’s Financial Health Program—Currently being re-thought
CPA Ambassador Program—CPAs at 12 state societies as well as members of
various AICPA executive committees receiving training this year
CPA Marketing Kit—to be released November 2004
Student Recruitment resources and Web site (iPACK, PBS TV shows,
www.startheregoplaces.com)
Tax resources for disaster victims and military personnel
New tax pro-bono database
USA Today Tax Hotline

New AICPA Efforts
• 360 Degree View of Financial Literacy—provides umbrella for all AICPA financial
literacy activities and works alongside image enhancement programs.
o Consumer perspective
o Small Business perspective
o Investor perspective
• Web site
• Collateral materials
• Ongoing federal and state legislative monitoring
• Financial literacy month event (October or November)
• Financial Literacy Commission
• Financial literacy symposium focusing on women and money management
Third-Party Alliances
• AICPA/GAO Press Conference—tentatively May 2004
• AICPA/NEFE Ad Partnership—currently being discussed
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•
•
•

AICPA/DOL/IRS Small Business Series—currently being discussed
Jump$tart Support and Programs—April Youth Financial Literacy Month
Office of Financial Education, U.S. Department of the Treasury

State Society Partnerships
• State Society Pilots
• Legislative Monitoring and Support

Marketing Links
• Retired members initiative
• CPE

Internal Alliances

The AICPA financial literacy program will draw upon the talents and knowledge of many
areas of Team AICPA. AICPA teams, with principle players, include:
Strategic and Member Communications, Janice Maiman—Vice President
The Strategic and Member Communications Team has, with the Personal Financial
Planning Team, spearheaded the development of a comprehensive AICPA financial
literacy program. Two of the team’s projects—the CPA Ambassador Program (Louise
DeSina) and the CPA Marketing Kit (Carmela Chinnici)—will work alongside the
financial literacy program and provide resources to the program. The communications
team will be responsible for continuing to develop, implement and coordinate the
financial literacy program. This team will communicate about the program to members,
state CPA societies, the financial literacy community, CPA Ambassadors and AICPA
staff, executive committees, Council and Board of Directors. The team also will work
with other AICPA teams to ensure that the program’s objectives are met.

Personal Financial Planning, Anat Kendal—Director
The PFP team has led many of the pre-existing AICPA financial literacy efforts and has
served as a consultative resource in the strategic and tactical direction of the AICPA’s
comprehensive financial literacy program. Efforts currently underway include the
Disaster Recovery Guide, the Fiduciary Handbook, Women’s Financial Health Week and
the Project for Financial Independence—all of which have been created and deployed in
collaboration with third-party alliances. This team will continue to partner with the
Communications Team to build the financial literacy program as well as develop
information and resources and build alliances. It also will communicate with and engage
the PFP Executive Committee and members with the PFS credential.
Media Relations, Bob Becton—Vice President
The media relations team will be responsible for external communications to trade press
and national media.

Academic and Career Development, Bea Sanders—Director
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The Academic and Career Development team has worked closely with students and
teachers for years. They have developed the iPACK and other classroom resources that
address basic money management concepts. Bea Sanders is also the liaison to the
AICPA Foundation, which has supported the development of the Pennywise and Building
Blocks PBS television shows as well as Financial Smarts for Teachers, a program
developed by the California state coalition of Jump$tart.
State Society Affairs and Strategic Planning, Cynthia Lund—Vice President
This team has two areas that are crucial to the continued development of the financial
literacy program: strategic planning, Leigh Knopf—Senior Manager and state legislation,
Sheri Bango—Director. Since financial literacy legislation is sweeping the country, this
team would monitor developments at the state level, communicate to the state CPA
societies about these developments and work with the communications team as
necessary. Leigh Knopf works with the Change Management Team which will provide
collaborative grassroots outreach for the financial literacy program and work with the
state CPA societies and other stakeholders for buy-in. The Virtual Grassroots Panel
Network will also be asked to share feedback on the developing program.
Congressional and Political Affairs, Tom Higginbotham—Vice President
Last year, Congress passed an amendment to the Fair and Accurate Credit Transactions
Act requiring the Department of the Treasury to develop the Office of Financial
Education (OFE), charged with appointing a Financial Literacy Commission to develop a
national strategy to promote financial literacy and education and with disseminating
financial literacy information. Dan Iannicola has been named the Deputy Assistant
Secretary for Financial Education. This team will need to build alliances on Capitol Hill
to promote and forward the AICPA’s efforts as well as monitor future legislation.
New Finance, John Morrow—Vice President
Last year, the new finance team launched the Audit Committee Effectiveness Center,
which provides information and resources to help audit committees fulfill their mission.
Since financial literacy addresses investor education and information, the financial
literacy program could involve the new finance team. Already, the team has asked to be
kept current with developments in the financial literacy area.

Small Firm Interests, Jim Metzler—Vice President
This team is made up largely of PCPS, the AICPA’s primary link to small firms and
through them to small businesses. These members could make up a huge force of willing
volunteers. In addition, small businesses need financial literacy information too as four
out of five fail within five years of start up.

Taxation, Tom Ochsenschlager—Vice President
This team has several projects that could be added to the financial literacy program
including information on tax relief for disaster victims and military personnel. They also
have established relationships with the IRS.
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TARGETED AUDIENCES

The Financial Literacy Program is a collaborative effort affecting multiple constituencies.
Therefore, this communications plan addresses audiences that can be grouped into the
following categories: Internal Audiences, AICPA Members, State CPA Societies,
Financial Literacy Community, Government, Consumers, Small Business, Media and
Other Stakeholders.
Internal AICPA
Members of the AICPA staff, committees, Council and Board that largely comprise this
group are significant links in the information pipeline. They share the responsibility of
delivering information and updates, developing relationships with stakeholders:

•
•
•
•
•

AICPA Staff
Committee Members
Council Members
Board of Directors
AICPA Publications

AICPA Members
AICPA members in all segments may be willing to participate in the financial literacy
program through the CPA Ambassador Program, state society pilots or other outreach
efforts as they are developed. Interested member segments include:

•

•
•
•

Public Practice, particularly those offering personal financial planning and tax
services
o PCPS Members
o PFP Member Segment
o PFS Credential Holders
o Tax Member Segment
Business & Industry, particularly those working in the banking of financial services
industries
Government
Education

State CPA Societies

The state CPA societies are important partners in any AICPA endeavor. Their buy-in is
critical to the success of the financial literacy program. They will participate through the
CPA Ambassador Program, state society pilots or other efforts. The AICPA will need to
reach out effectively to:
•
•

Chief Executives
Public Relations Directors/Managers
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Academic/Career Staff
Legislative Staff
State PFP Committees

Financial Literacy Community
There are numerous important players in the financial literacy community, though some
are critical to any program wanting to gain recognition. These include:
•
•
•

Jump$tart Coalition for Personal Financial Literacy and their state coalitions
National Foundation for Financial Education
Consumer Federation of America

Government
Financial literacy legislation is active at both the federal and state levels. Audiences at
these levels include:

•

•

Federal
o Department of Treasury Office of Financial Education
o Department of Labor
o IRS
o SEC/PCAOB
States - Seven states have passed financial literacy legislation. They are:
o Arkansas
o Kansas
o Louisiana
o North Carolina
o New York
o South Carolina
o Utah

Consumers

Consumers are the ultimate recipients of the financial literacy program. The life stage
approach provides a unique opportunity to reach consumers at their need level and issue.
The segments are:
•
•
•
•
•
•
•

K-12 (Students and Teachers)
College Age
Those Entering Job Market
Military
Newlyweds
Parents
Homeowners
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•
•

Sandwich Generation
Investors
Retirement Age

Small Business
Financial literacy is important for small businesses too since four out of five fail within
their first year of operation. CPAs are the trusted advisors to thousands of small
businesses, making the outreach to this group a natural one.

•
•

Small Business Owners
CPAs Serving Small Business

Media

The AICPA financial literacy program will need to be publicized in a wide variety of
sources. Media includes those working for:
•
•
•

Trade Presses
Regional Media
National Media

Other Stakeholders
Other possible audiences for financial education include those who manage other
people’s investments and those who are responsible for the health of public companies.
These are:
•
•

Fiduciary Managers
Audit Committees
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KEY MESSAGES

Topline
The AICPA believes that financial literacy is important for the health and well-being of
Americans, their families, communities and our nation and that helping Americans
achieve financial well-being fits perfectly with the CPA’s public interest role. The
AICPA with the state CPA societies has launched the first financial literacy program
based on a comprehensive life stage approach to financial literacy. CPAs, long-time
partners to Americans in tax and personal financial planning, urge you to take a 360
degree view of financial literacy, from birth to estate planning.
Internal AICPA
•

•

The AICPA with the state CPA societies has launched the first financial literacy
program based on a comprehensive life stage approach to financial literacy. The life
stage approach addresses individual financial needs when the information is needed
most.
CPAs, long-time partners to Americans in tax and personal financial planning, urge
you to take a 360 degree view of financial literacy, from birth to estate planning.

AICPA Members
•
•

•

Financial illiteracy is epidemic in America. Many Americans will not reach their life
goals because of lack of knowledge about personal finances.
CPAs, long-time partners to Americans in tax and personal financial planning, can
help Americans take a 360 degree view of financial literacy, from birth to estate
planning.
CPAs are important players in the financial literacy arena because they bring wisdom
and expertise to the dialogue.

State CPA Societies

•

•
•
•

•

The AICPA with the state CPA societies has launched the first financial literacy
program based on a comprehensive life stage approach to financial literacy. The life
stage approach addresses individual financial needs when the information is needed
most.
Financial illiteracy is epidemic in America. Many Americans will not reach their life
goals because of lack of knowledge about personal finances.
CPAs are important players in the financial literacy arena because they bring their
unique knowledge, values and expertise to the dialogue.
CPAs, long-time partners to Americans in tax and personal financial planning, can
help Americans take a 360 degree view of financial literacy, from birth to estate
planning.
CPAs want to volunteer in financial literacy.
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Financial Literacy Community
•

•

•

The AICPA with the state CPA societies has launched the first financial literacy
program based on a comprehensive life stage approach to financial literacy. The life
stage approach addresses individual financial needs when the information is needed
most.
CPAs are ideal partners in the financial journey. Their wisdom and guidance can
help you navigate the information wilderness and make decisions that are right for
every stage of your life.
CPAs, long-time partners to Americans in tax and personal financial planning, urge
you to take a 360 degree view of financial literacy, from birth to estate planning.

Federal and State Government
•

•
•

The AICPA believes that the CPA’s public interest role fits well with teaching
financial literacy. Many Americans will not reach their life goals because of lack of
knowledge about personal finances.
CPAs are important players in the financial literacy arena because they bring their
unique knowledge, values and expertise to the dialogue.
CPAs, long-time partners to Americans in tax and personal financial planning, can
help Americans take a 360 degree view of financial literacy, from birth to estate
planning.

Consumers
•

•

•
•

Financial literacy is about more than money. Financial literacy means being able to
analyze, evaluate and make decisions about financial matters through every stage of
your life.
The whole point of financial goals is to make sure you reach the personal ones. CPAs
can help you navigate all life’s stages, such as buying a home, having children,
starting a business or retiring.
CPAs can help you gain the vantage point you need to take a 360 degree view of your
finances.
As CPAs, we focus on your whole financial life, not just your tax returns. We look at
where you are and where you want to be financially. We can help you develop
investment strategies, tax savings options and estate plans to get you there.

Small Business
•

•

•

Small businesses need financial literacy too. Four out of five business start
ups fail within five years.
Financial literacy can be defined as the ability to identify, evaluate, manage
and implement sound financial principles in order to make prudent decisions
about your company’s finances.
CPAs, long-time trusted advisors to small businesses, can help you take a 360 degree
view of your company’s finances.
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•

CPAs see the forest and the trees. We see both the details and the big picture. That
means that we can help you feel confident about day-to-day decisions and help you
stay attuned to broad business needs.

Media
•

•
•

The AICPA believes that the CPA’s public interest role fits well with teaching
financial literacy. Many Americans will not reach their life goals because of lack of
knowledge about personal finances.
CPAs are important players in the financial literacy arena because they bring their
unique knowledge, values and expertise to the dialogue.
CPAs, long-time partners to Americans in tax and personal financial planning, can
help Americans take a 360 degree view of financial literacy, from birth to estate
planning.

Other Stakeholders
•

•

•

The AICPA with the state CPA societies has launched the first financial literacy
program based on a comprehensive life stage approach to financial literacy. The life
stage approach addresses individual financial needs when the information is needed
most.
CPAs are ideal partners in the financial journey. Their wisdom and guidance can
help you navigate the information wilderness and make decisions that are right for
every stage of your life.
CPAs, long-time partners to Americans in tax and personal financial planning, urge
you to take a 360 degree view of financial literacy, from birth to estate planning.
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CHALLENGES
•

The financial literacy channel is flooded with information and activity. The AICPA’s
efforts could be lost or seen as one among many.

•

Some players in this area—such as Capitol One and Fleet—have access to more
resources and can therefore develop products that outshine AICPA efforts.

•

This initiative requires significant resources, as well as the establishment of strong
third-party alliances with credible, well-respected organizations.

•

Any print or Web resources created must be of high enough quality to compete with
parties not burdened by budget restrictions.

•

Execution of program must meet public expectations, or else we will recall criticism
for "great ideas, lousy execution."

•

Competitors in the financial planning arena are moving quickly and could steal the
spotlight from the AICPA’s efforts.

•

To participate fully in the financial literacy area, the AICPA will need to be involved
at many levels—politically, financially, at the national and local level.

•

Negative perceptions of the AICPA among members in the PFP member segment or
among PFS credential holders could slow participation or positive reception.

•

The state CPA societies could resist buy-in, making outreach slow or difficult.

•

Program must be well defined and unique to gain recognition.
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OBJECTIVES

The overall objective of this communications plan is to successfully launch and
implement the AICPA’s new financial literacy program. As such, the key objective will
be to communicate its unique approach, scope and mission to all audiences and
stakeholders and to position CPAs so that they are recognized and lauded for leading the
way to a new life cycle approach to financial literacy.
In particular, the communication plan must support key objectives, which are to
Aggregate, Inform, Educate, Motivate, and Publicize.

Aggregate
•
•
•
•
•

Gain commitment and participation from state CPA societies and members.
Leverage current AICPA and state CPA society programs and resources.
Build alliances with third-party organizations.
Partner with state CPA societies to develop pilot programs and resources.
Continue to assemble and manage information so that it is useful to AICPA staff, the
state CPA societies and other stakeholders.

Inform
•
•
•
•

Keep all stakeholders and audiences apprised of key events and developments.
Create awareness and understanding of the AICPA financial literacy program among
AICPA staff, members, state CPA societies, and the financial literacy community.
Inform the public about AICPA program, life stage approach and the role of CPAs.
Create an ongoing communications environment in the financial literacy community
to facilitate awareness of the AICPA program.

Educate
•
•
•

Educate CPAs about the opportunities inherent in the life cycle approach.
Educate the public about the role that CPAs can play in helping them manage their
finances.
Educate stakeholders in the financial literacy arena about the role CPAs play.

Motivate

•
•
•

Encourage state CPA societies to become active in promoting the financial literacy
program both among members and in their local communities and media.
Emphasize the opportunities that CPAs and the state CPA societies gain from
participating in the financial literacy program.
Stimulate interest and involvement by stressing the importance that financial literacy
plays not just to individuals but to the health and well-being of American families,
communities and our nation.
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Publicize
•
•
•

•

Position CPAs to be seen as a primary resource for financial literacy.
Establish the AICPA as a serious partner in stamping out financial illiteracy in
America.
Use communications and media relations—including print and online publications,
Web site, e-mail, collateral materials, etc.—to establish the AICPA's financial
literacy program as the first comprehensive life stage approach to financial literacy.
Deliver key messages to trade and national media so that the AICPA’s program gains
recognition among a broad audience.
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COMMUNICATIONS STRATEGY

The Financial Literacy Program is made up of the project components listed on page 8,
each of which in turn is made up of a number of separate efforts. Because the program
comprises both already existing and new programs, it is absolutely imperative that
communications across the Institute become unified under the new umbrella.
This means that communications can continue to address individual efforts as they meet
milestones but that these communications must reference themselves as part of the
AICPA’s new financial literacy program. Taking this approach, the AICPA must focus
simultaneously on member, state society and media communications while working to
build alliances among the state societies, members and the financial literacy community.

Internal communications is a significant component of the plan. Making sure that
messaging is disseminated to AICPA staff, publications, committee members, Council
and Board of Directors is a high priority. These constituents are an important part of the
information pipeline, delivering key messages and updates to the media and outside
organizations. But external communications are equally important. Ensuring that key
messages are delivered throughout the financial literacy community and to the media and
that effective alliances are established will ultimately dictate the success of the program.

To facilitate the development of the components and to ensure that milestones are met,
the program has been divided into three stages, Phase 1, Phase 2 and Phase 3. This
communications and marketing plan has been tailored to these three phases so that key
messages can be delivered to multiple audiences in an appropriate and timely fashion.

Plan Phases
Phase 1—Aggregating Efforts, Building Alliances

Timing: Immediately through September 2004
Phase 1 will focus primarily on bringing together the AICPA’s current financial literacy
projects so that they can be leveraged in more effective ways. It will also work on
building alliances with financial literacy partners so that outreach and impact can be
maximized. In addition, the components of the AICPA’s program will be outlined and
begin to be implemented. To achieve these efforts, the AICPA will work to increase
overall awareness of its financial literacy program. Special attention will be given to
partnerships both within AICPA teams and externally with third-party organizations.

Phase 2—Launching the Program, Partnering with States
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Timing: May 2004 through December 2004

Phase 2 will begin with the launch of the first component of the AICPA’s new financial
literacy program—a press conference with AICPA CEO Barry Melancon and GAO
Comptroller General David Walker. Following this major press event, the AICPA will
begin to roll out additional components of the program including a new financial literacy
Web site, collateral materials and a series of state society pilots in seven states that have
passed financial literacy legislation. Phase 2 will continue the efforts begun in Phase 1,
especially in regards to maximizing opportunities with the CPA Ambassador Program
and with projects underway in Personal Financial Planning.
Phase 3—Building Momentum

Timing: Ongoing from January 2005
Phase 3 will continue the efforts of Phase 1 and 2. The primary focus of this phase will
be to implement the state society pilots that have not been completed and to work with
the state CPA societies to train CPAs to deliver financial education. In addition, this
phase will focus on increasing public awareness of the AICPA’s financial literacy
program and continuing to build alliances. Finally, this phase will begin to analyze the
effectiveness of the program and participation.

Strategic Communication Phases
Phase 1: Aggregating Efforts, Building Alliances

Duration: 9 months
Start: December 2003

Key messages:
• The AICPA is entering the financial literacy arena
• CPAs are ideal partners in financial education
• Advantages and benefits of state CPA society and member involvement
• Call for active participation
• Development of components of program
Program Components:
• Program Build Up
• CPA Ambassador Program
• Disaster Recovery Guide
• Project for Financial Independence
• Fiduciary Guide
• Tax Resources/USA Today Tax Hotline
• Student Recruitment Opportunities
Phase 2: Launching the Program, Partnering with States

Duration: 7 months/ongoing
Start: May 2004
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Key messages:
• Explanation of new financial literacy program
• Together, the AICPA and state CPA societies can address financial illiteracy
• Links to key resources and additional information
• Partnerships with GAO, NEFE, DOL/IRS, etc.

Program Components:
• 360 Degree View of Financial Literacy
• Web site
• Collateral materials—articles, brochures, VNR, etc.
• Ongoing federal and state legislative monitoring
• Financial literacy month
• Financial literacy commission
• AICPA/GAO Press Conference—tentatively May 2004
• AICPA/NEFE Ad Partnership—currently being discussed
o Symposium
•
•

AICPA/DOL/IRS Small Business Series—currently being discussed
CPA Marketing Kit

•

State Society Pilots

Phase 3: Building Momentum

Duration: Ongoing
Start: January 2005

Key messages:
• The AICPA and state CPA societies are working together to stamp out financial
illiteracy

Program Components
• Continuation of Projects from Phase 1 and 2
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COMMUNICATIONS VEHICLES

To support the overall strategy and plan stages, many communications channels will be
needed to deliver the key messages and ensure components are delivered on time. The
financial literacy stakeholders and interested parties comprise a vast audience requiring
various communication and media channels to transmit key messages and information.
These channels include:
Strategic and Member Communications
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Team AICPA messages (voice and e-mail)
Staff and executive committee debriefings and updates
Council updates
Web site on www.aicpa.org
On-hold messages
AICPA News Update
State Society Communicator
The CPA Letter
Journal of Accountancy
Member Segment publications
Other internal AICPA Publications
E-mail updates and newsletters focused on financial literacy
Videos and VNRs
NAPs
OpEds
State society newsletter and Web articles
Collateral materials (brochures, speeches, articles, Power Points, information kits,
videos, DVDs, etc.)
CPA2Biz communications
Presentations at key AICPA and state society meetings
Third-party outreach
Web casts
Membership marketing communications

External Communications

•
•
•
•
•
•

Press events
News releases
Media outreach and monitoring
Satellite tours
Editorial board briefings
Spokesperson network
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COMMUNICATIONS TACTICS

To support the overall strategy and plan stages, a communications and marketing tactical
plan (“timeline”) is being created. The timeline divides communications into the
financial literacy program’s project components and then specifies the phase to which it
belongs, the communications vehicles selected for delivering key messages and milestone
updates, timing, and resource person. Additional communications will be integrated into
the timeline as needed to ensure a coordinated effort and needs are met.
Phase 1

Program Build Up
• Primary goal: To create awareness of the AICPA’s financial literacy efforts and
leverage current programs as part of a comprehensive program
• Key message points: The AICPA and AICPA Foundation have long been committed
to financial literacy. In the past year, the Institute reached out to students, women,
investors and disaster victims to help them make sound tax and financial planning
decisions. Currently, the AICPA is bringing these efforts together to underscore the
CPA’s role in helping Americans of all ages how to save, invest and spend money
wisely.
• Tactics:
• Build alliances with state CPA societies and organizations
• Use e-mail updates to the state CPA societies to generate interest and stress the
importance of financial literacy.
• Use the AICPA News Update to generate interest among members
• Run articles in The CPA Letter, Journal of Accountancy and other AICPA
publications, especially those in PFP member segment.
• Highlight state efforts in the State Society Communicator
• Highlight in on hold messages
• Update financial literacy Web page as necessary
• Deliver messages to internal audiences
CPA Ambassador Program
• Primary goal: To train CPAs across the nation to be spokespeople in four areas:
restoring confidence in the profession, small business, financial literacy and student
recruitment.
• Key message points: CPAs across the nation are participating in the CPA
Ambassador Program, which includes training in financial literacy. After
participating in the training, CPAs are given the opportunity to put their learning into
practice in their communities either through speaking engagements or media
interviews. In their community outreach, CPA Ambassadors can promote the
importance of financial knowledge and how CPAs can help.
• Tactics:
• Build alliances with state CPA societies
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•
•
•
•
•
•
•
•

Use e-mail updates to the state CPA societies to generate interest and stress the
importance of financial literacy.
Use the AICPA News Update to generate interest among members
Run articles in The CPA Letter, Journal of Accountancy and other AICPA
publications, especially those in PFP member segment.
Highlight state efforts in the State Society Communicator
Highlight in on hold messages
Update financial literacy Web page as necessary
Deliver messages to internal audiences
Generate local media interest in CPAs who do community engagements in
financial literacy

Disaster Recovery Guide
• Primary goal: To announce the partnership with the Department of Homeland
Security and FEMA.
• Key message points: The Department of Homeland Security and FEMA have
endorsed the AICPA/NEFE/Red Cross Financial Recovery Guide which helps
Americans affected by disaster recover from financial loss.
• Tactics:
• Announce in press release
• Send press release to state CPA societies with information about how to start a
recovery program in their state, contact information, etc.
• Announce in AICPA News Update
• Run articles in The CPA Letter, Journal of Accountancy and other AICPA
publications, especially those in PFP member segment.
• Highlight state efforts in the State Society Communicator
• Highlight in on hold messages
• Update financial literacy Web page as necessary
• Deliver messages to internal audiences
• Continue to support state society efforts in developing recovery programs by
sharing information. Current states include: California, Indiana, Nevada, Ohio,
Texas. Interested states include: Florida, Louisiana, Virginia.
• Extend support to states where disasters occur.
• Hold InterChange session
Project for Financial Independence
• Primary goal: To encourage CPAs to sign up to provide pro-bono financial services to
those who cannot afford it or have an immediate need.
• Key message points: CPAs can now sign up to provide pro-bono counseling for those
who need it. The new Project for Financial Independence, a partnership between the
AICPA, NEFE and five other organizations, are reaching out to military families,
disaster victims and those experiencing financial difficulty to help them manage their
finances and recover from hardship.
• Tactics:
• Announce in press release— Completed
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•
•
•
•
•
•
•
•
•
•

Send e-mail to state CPA societies with information about how to sign up and
repurposed resources from PFP team
Announce in AICPA News Update— Completed
Run articles in The CPA Letter, Journal of Accountancy and other AICPA
publications, especially those in PFP member segment.
Highlight state efforts in the State Society Communicator
Highlight in on hold messages—Completed
Update financial literacy Web page as necessary
Deliver messages to internal audiences
State society pilots with corresponding materials
Prepare articles for state newsletters and Web sites
Continue to work with PFP team to ensure that AICPA’s interests are addressed
on www.consultaplanner.org

Fiduciary Guide
• Primary goal: To train fiduciary managers about the importance of prudent financial
decisions. New CPE is being developed by Don Trone, author of the guide.
• Key message points: 10 questions that small businesses/individuals should ask to
make sure their finances are being handled correctly.
• Tactics:
• Send e-mail to state CPA societies with information about investment
management and CPAs
• Announce new CPE in AICPA News Update
• Run articles in The CPA Letter, Journal of Accountancy and other AICPA
publications, especially those in PFP member segment.
• Highlight state efforts in the State Society Communicator
• Highlight in on hold messages
• Update financial literacy Web page as necessary
• Deliver messages to internal audiences
• State society pilots with corresponding materials
• Prepare articles for state newsletters and Web sites
• Continue to work with PFP team to ensure that AICPA’s interests are addressed
Tax Resources/Pro-bono Database
• Primary goal: To announce tax relief for disaster victims and military families.
• Key message points: The AICPA has partnered with III to prepare information about
tax relief for those affected by disaster. The AICPA has partnered with the American
Bar Association to help military families understand the tax relief available to them.
• Tactics:
• Announce in press release
• Send e-mail to state CPA societies
• Announce in AICPA News Update
• Run articles in The CPA Letter, Journal of Accountancy and other AICPA
publications, especially those in PFP member segment.
• Highlight state efforts in the State Society Communicator
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•
•
•
•
•

Highlight in on hold messages—Completed
Update financial literacy Web page as necessary
Deliver messages to internal audiences
State society pilots with corresponding materials
Prepare articles for state newsletters and Web sites

USA Today Tax Hotline
• Program goal: To leverage tax hotline to achieve greater recognition of CPAs and to
educate public about other services CPAs can provide, particularly in financial
planning.
• Key message points: (from CPA Marketing Kit ad copy): You know CPAs for taxes.
You’ll love them for everything else they can do. CPAs focus on your whole
financial life, not just on your tax returns. CPAs look at where you are and where
you want to be financially. They understand that the whole point of having financial
goals is to make sure you reach the personal ones. They can develop investment
strategies, tax savings options and estate plans to help you get there.
• Tactics:
• Announce in press release
• Work with USA Today to maximize press coverage
• Set up satellite tour
• Train and deploy spokespeople
• Work with CPA Insider to see that it is appropriately highlighted
• Send e-mail to state CPA societies
• Announce in AICPA News Update
• Run articles in The CPA Letter, Journal of Accountancy and other AICPA
publications, especially those in PFP member segment.
• Highlight in on hold messages
• Update financial literacy Web page as necessary
• Deliver messages to internal audiences
• Distribute article to state societies
• Ensure that it is prominently featured on AICPA.org
• Deliver messages to internal audiences
• Create VNR and video highlights of event
• Promote in financial literacy community—Jump$tart, NEFE, etc.
Student Recruitment Opportunities
• Primary goal: To provide resources to support teachers in financial literacy
instruction and where possible to reach out to students through their teachers and
parents or directly in the schools
• Key messages: Financial literacy education must begin in the schools. The AICPA
has resources to help teachers with instruction and CPAs are ideal partners with
teachers and parents in educating children about money management concepts.
• Tactics:
• Promote the iPack and www.startheregoplaces.com wherever possible in internal
and external publications

29

•
•
•
•
•
•
•
•
•

Build alliances with state CPA societies that have student recruitment programs,
encouraging use of iPack
Use e-mail updates to the state CPA societies to generate interest and stress the
importance of financial literacy.
Highlight efforts in AICPA News Update
Run articles in The CPA Letter, Journal of Accountancy and other AICPA
publications, especially those in PFP member segment.
Highlight state efforts in the State Society Communicator
Highlight in on hold messages
Update financial literacy Web page as necessary
Repurpose Money Management columns for handouts
Conference collateral
o NBEA April 7-10

Phase 2 and 3

360 Degree View of Financial Literacy
• Primary goal: To launch a comprehensive financial literacy program for which CPAs
gain recognition and praise.
• Key message points: The AICPA believes that financial literacy is important for the
health and well-being of Americans, their families, communities and our nation and
that helping Americans achieve financial well-being fits perfectly with the CPA’s
public interest role. The AICPA with the state CPA societies has launched the first
financial literacy program based on a comprehensive life stage approach to financial
literacy. CPAs, long-time partners to Americans in tax and personal financial
planning, urge you to take a 360 degree view of financial literacy, from birth to estate
planning.
• Tactics:
• Issue press release
• Announce in AICPA News Update to members
• Work with CPA Insider to see that it is appropriately highlighted
• Run articles in CPA Letter, Journal of Accountancy and other AICPA
publications
• Distribute article to state society
• Highlight in on hold messages
• Ensure that it is prominently featured on AICPA.org
• Deliver messages to internal audiences
• Create VNRs and videos
• NAPs
• Op-eds and bylined articles
• Promote at conferences and in membership materials
• Promote in financial literacy community—JumpStart, NEFE, etc.
Web site
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•
•

•

Primary goal: To create a dynamic Web presence for the AICPA’s financial literacy
program.
Key message points: The AICPA’s new financial literacy Web site provides a
comprehensive list of resources to help you plan your finances through every stage of
your life.
Tactics:
• Issue press release
• Announce in AICPA News Update to members
• Work with CPA Insider to see that it is appropriately highlighted
• Run articles in CPA Letter, Journal of Accountancy and other AICPA
Publications
• Distribute article to state society
• Highlight in on hold messages
• Ensure that it is prominently featured on AICPA.org
• Deliver messages to internal audiences
• Promote at conferences and in membership materials
• Promote in financial literacy community—Jump$tart, NEFE, etc.

Collateral materials (To be coordinated with materials from CPA Marketing Kit)
• Primary goal: To support the 360 Degree program and enhance its outreach in the
states. Serve as resources for the state societies.
• Key message points: The AICPA’s new financial literacy program includes a
comprehensive list of resources to help the state CPA societies and CPAs deliver
financial education in their communities.
• Tactics:
• Issue press release
• Announce in AICPA News Update to members
• Work with CPA Insider to see that it is appropriately highlighted
• Run articles in CPA Letter, Journal of Accountancy and other AICPA
Publications
• Distribute article to state society
• Highlight in on hold messages
• Ensure that it is prominently featured on AICPA.org
• Deliver messages to internal audiences
• Promote at conferences and in membership materials
• Coordinate with Web site
Ongoing federal and state legislative monitoring
• Primary goal: To keep the states and members abreast of legislative developments in
the area of financial literacy and to keep members abreast of how legislation affects
them.
• Key message points: Financial literacy is a hot topic in federal and state legislation.
The AICPA is your resource to help you stay up to date with developments.
• Tactics:
• Develop and/or maintain relationships with selected states
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•
•
•
•

E-mail the state CPA societies as necessary
Update Web page/redesigned Web site as necessary
AICPA News Update to keep members informed of issues and technical news
Internal AICPA Pubs, especially PFP to keep members informed

Financial literacy month event
• Primary goal: To highlight CPA efforts in the area of financial literacy and promote
better financial management among Americans.
• Key message points: CPAs, long-time partners to Americans in tax and personal
financial planning, urge you to take a 360 degree view of financial literacy, from birth
to estate planning.
• Tactics:
• Issue press release
• Work with partners to maximize press coverage
• Set up satellite tour
• Train and deploy spokespeople
• Tape session and make highlights available on web via streaming video
• Announce in News Update to members, along with links to streaming video
highlights
• Work with CPA Insider to see that it is appropriately highlighted
• Run articles in CPA Letter, Journal of Accountancy and other AICPA
publications
• Distribute article to state societies
• Ensure that it is prominently featured on AICPA.org and financial literacy Web
site
• Deliver messages to internal audiences
• Create VNR and video highlights
• Promote at conferences and in membership materials
• Promote in financial literacy community—Jump$tart, NEFE, etc.

AICPA/GAO Press Conference—tentatively May 2004
• Primary goal: To launch the AICPA’s 360 Degree program and gain recognition for
the AICPA and CPAs as partners in the financial literacy movement.
• Key message points: The AICPA believes that the CPA’s public interest role fits well
with teaching financial literacy and is launching a new program that takes a
comprehensive life stage approach to financial literacy. CPAs are important players
in the financial literacy arena because they bring their unique knowledge, values and
expertise to the dialogue. CPAs, long-time partners to Americans in tax and personal
financial planning, can help Americans take a 360 degree view of financial literacy,
from birth to estate planning.
• Tactics:
• Issue press release
• Work with GAO to maximize press coverage
• Set up satellite tour
• Train and deploy spokespeople
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•
•
•
•
•
•
•
•
•
•

Tape session and make highlights available on web via streaming video
Announce in News Update to members, along with links to streaming video
highlights
Work with CPA Insider to see that it is appropriately highlighted
Run articles in CPA Letter, Journal of Accountancy and other AICPA
publications
Distribute article to state societies
Ensure that it is prominently featured on AICPA.org
Deliver messages to internal audiences
Create VNR and video highlights of event
Promote at conferences and in membership materials
Promote in financial literacy community—Jump$tart, NEFE, etc.

AICPA/NEFE Ad Partnership—currently being discussed
• Primary goal: Using the 360 degree life stage approach, to educate consumers about
how to manage their finances more effectively.
• Key message points: The AICPA and NEFE have joined forces to educate consumers
about the importance of financial literacy through every stage of life.
• Tactics:
• Issue press release
• Work with NEFE to maximize press coverage
• Set up satellite tour
• Train and deploy spokespeople
• Announce in AICPA News Update
• Work with CPA Insider to see that it is appropriately highlighted
• Run articles in CPA Letter, Journal of Accountancy and other AICPA
publications
• Distribute article to state societies
• Ensure that it is prominently featured on AICPA.org
• Deliver messages to internal audiences
• Promote at conferences and in membership materials
• Promote in financial literacy community—Jump$tart, NEFE, etc.
• Create advertising program for state societies

Financial Literacy Symposium Focusing on Women (part of NEFE/Ad Council
partnership
• Primary goal: To bring national attention to women’s financial issues and publicize
the AICPA/NEFE/Ad Council partnership.
• Key message points: The AICPA/NEFE are gathering thought leaders in the area of
women’s financial issues to discuss ways to educate women about personal money
management principles and how to apply them.
• Tactics:
• Issue press release
• Work with NEFE to maximize press coverage
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•
•
•
•
•
•
•
•
•
•
•

Set up satellite tour
Train and deploy spokespeople
Announce in AICPA News Update
Work with CPA Insider to see that it is appropriately highlighted
Run articles in CPA Letter, Journal of Accountancy and other AICPA
publications
Distribute article to state societies
Ensure that it is prominently featured on AICPA.org
Deliver messages to internal audiences
Promote at conferences and in membership materials
Promote in financial literacy community—Jump$tart, NEFE, etc.
Create advertising program for state societies

Financial Literacy Commission
• Primary goal: To build third-party alliances, forward key messages and cal for states
to nominate CPAs active in financial literacy to join grassroots efforts,etc.
• Key message points: The AICPA has brought together a Financial Literacy
Commission, chaired by [insert name], to promote financial literacy education in the
profession.
• Tactics:
• Build alliances with state CPA societies and organizations
• Use e-mail updates to the state CPA societies to generate interest and stress the
importance of financial literacy.
• Use the AICPA News Update to generate interest among members
• Run articles in The CPA Letter, Journal of Accountancy and other AICPA
publications, especially those in PFP member segment.
• Highlight state efforts in the State Society Communicator
• Highlight in on hold messages
• Update financial literacy Web page as necessary
• Deliver messages to internal audiences
• Issue press release
• Work with Media Team to maximize press coverage
• Work with CPA Insider to see that it is appropriately highlighted
• Distribute article to state societies
• Ensure that it is prominently featured on AICPA.org
• Promote at conferences and in membership materials
• Promote in financial literacy community—Jump$tart, NEFE, etc.
AICPA/DOL/IRS Small Business Series—currently being discussed
• Primary goal: To deploy CPAs to teach small businesses about fiduciary
responsibilities, retirement plans and technical issues.
• Key message points: The AICPA, DOL and IRS have joined forces to help small
businesses understand the importance of sound investment practices for employee
investments, pensions and retirement plans. This effort ensures the safety of the
millions of dollars Americans have invested in these plans.
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•

Tactics:
• Issue press release
• Work with DOL/IRS to maximize press coverage
• Set up satellite tour
• Train and deploy spokespeople
• Tape session and make highlights available on web via streaming video
• Announce in News Update to members, along with links to streaming video
highlights
• Work with CPA Insider to see that it is appropriately highlighted
• Run articles in CPA Letter, Journal of Accountancy and other AICPA
publications
• Distribute article to state societies
• Ensure that it is prominently featured on AICPA.org and on financial literacy
Web site
• Deliver messages to internal audiences
• Create VNR and video highlights
• Promote at conferences and in membership materials
• Promote in financial literacy community—Jump$tart, NEFE, etc.

State Society Pilots
• Primary goal: To extend the 360 Degree program to the state societies and support
states where financial literacy legislation has been passed.
• Key message points: The AICPA with the state CPA societies has launched the first
financial literacy program based on a comprehensive life stage approach to financial
literacy. CPAs, long-time partners to Americans in tax and personal financial
planning, urge you to take a 360 degree view of financial literacy, from birth to estate
planning.
• Tactics:
• Issue press release in local areas
• Manage media tours in local areas
• Create collateral material for local efforts
• Announce in AICPA News Update to members
• Run articles in CPA Letter, Journal of Accountancy and other AICPA
Publications
• Distribute article to state society
• Highlight state efforts in the State Society Communicator
• Ensure that it is prominently featured on financial literacy Web page
• Create VNRS and videos and send to states
Marketing links
• Primary goal: To promote member opportunities in the financial literacy program and
where possible to generate revenue from products and recruit members.
• Key message points:
• Tactics:
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SUCCESS METRICS
•
•
•
•
•
•
•
•

Members have a good understanding of the financial literacy program and know how
to get involved
Members in the PFP Member Section and PFS credential holders become involved in
the program
A majority of the state CPA societies become active partners in the program
Third-party alliances are achieved with large organizations in the financial literacy
community.
Positive press coverage of the program is received
Regular coverage of program in state society and AICPA print and electronic
publications is achieved
Organizations participate in program through Web links and free programs
Regular visits to the new financial literacy Web site located at www.aicpa.org
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BUDGET IMPLICATIONS
[Insert #] has been budgeted for FY 2005 for the financial literacy program.

In the current fiscal year, the program will utilize resources from pre-existing and
ongoing projects within the Communications Team budget, including the CPA
Ambassador Program, Image Enhancement, State Society Programs, and Multimedia.
The development of a new Web site will require consultants and freelancers to be hired to
develop the site’s architecture and content. This could incur additional costs. In
addition, if certain partnerships are to be cemented for the long-term success of the
program, significant additional resources will be required.
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